JOHNSON’S® Oil and Powder
Overview of Promotions and

Lessons Learned
2008 -- 2013



Budgets 2008 -- 2010

e 2008 Oil and Powder Promotions Budget: Total: $2,406,000

e 2009 QOil and Powder Promotions Budget:
Debbie: $1,372,000 Brand Controlled: $271,000 Total: $1,643,000

* 2010 Oil and Powder Promotions Budget:
Debbie: $2,235,000 Brand Controlled: $475,000 Total: $2,710,000
Notes: Original starting budget was $1,085,000. $550,000 was moved
from media for Radio _uwom_‘mBm and $200,000 was moved for the Babies
DVD and more money was moved in to support IRC’s



Budgets 2010 -- 2013

2011 Oil and Powder Promotions Budget: Total: $2,232,000
2012 Oil and Powder Promotions Budget Total: $556,000
2013 Oil and Powder Promotions Budget: Total: $465,000

No separate budget. $465,000 spent on Oil & Powder

2014 No Oil & Powder Budget Total: SO
Facebook and HE coupons paid out of Franchise



Oil Summary

Past programs centered around:
Catalina,

e FSI’s,

e DEFSI’s,

« Sweepstakes/Contests,

* Promotional Radio,
e |RC’s
e Facebook coupons

Tied in with media platforms — print, online sites (Allure, Glam.com, etc.)



Powder Summary

Past programs centered around:
e Sampling (Women and Men),

e Scratch and Sniff,

 FSI,

e DFSI’s

e (Catalina,

e |RC’s,

e Sweepstakes

Facebook coupons

Tied in with media platforms — Weight Watchers, Gym Sampling



- 2008 Promotions
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Powder Target

The target consumers for Powder in 2008 were curvy women
and women who exercise so we focused programs to reach this
consumer.

We ran programs reaching consumers at:
— Curves
— Weight Watchers
— Lane Bryant
— Lady Foot Locker



Sampling

The objective in 2008 was to test Powder sampling and scratch and sniff to
determine if sampling would increase interaction and redemptions

The goal was to use this learning to create sample packettes in the
following year if sampling was effective

The current 1 oz. Powder sample is too big to sample because it lasts too
long

Overall learning was that consumers didn’t realize we had all the different
Powder scents and based on survey results, purchase intent was higher
now that they knew and experienced the fragrances



Lane Bryant

Distributed 600,000 USn:cﬁ.mm“ 100,000 brochures with a Powder 1 oz.
sample and 500,000 brochures with Scratch and Sniff of the Powder
fragrances

The samples redeemed at 2.00% and the scratch and sniff redeemed at
1.45%. These are good percentages for Powder and were benchmarked
against Shower to Shower and other programs. Scratch and sniff or a
more economical Powder sample is the best way to reach this consumer

Test proved that samples/fragrance can help move more product

Lane Bryant consumer is slightly older: average 40+ -- we thought we may
want to target a younger, plus-size consumer



Sample Execution-
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Sample Execution- Scratch n Sniff Brochure
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baby powder

Consumer Feedback- scatchn sniff srochure

Definitely will buy calming lavender and chamomile
| thought the scratch & sniff was a great idea. | love the calming and the cooling cucumber melon

Love it, after sniffing | will try
The scratch and sniff helped me decide which to try

Will be purchasing all four fragrances
| didn't know there were different scents

| think Johnson's is a great product. | love it

Thank you for the coupon

| was surprised with the pleasant fragrance of all 4

Love all the scents

Surprisingly | liked cucumber melon

Had already purchased the lavender - will try the others later

After a shower | love to use baby powder. It helps to keep me dry and | especially like the clean mBm__

Love the cucumber melon smell

Thanks for the coupon | will be sure to use it

I've always loved JJ powder. Keeps getting better and better

| used to use regularly. But | really like the cooling for summer

Excellent product

They all smell great

Smell is real mild and soothing




TOTAL RESPONDENTS

Survey Results- sampie

baby powder

1. Did you try the Johnson's Baby Powder sample you received? Percent
Yes 183 86%
No 5 2%
Not yet, but plan to within 30 days 25 12%

2. Did you purchase Johnson's Baby Powder after receiving the sample?

Yes 111 52%
No, but plan to 86 40%
No, not interested 7 3%
Powder Sample 88 41%
Brochure / Information 12 6%
Coupon 18 8%
All Three 79 37%
None 13 6%
Don't plan to use 1 0%




Survey Results- Sample

baby powder

4. Do you currently use powder? Percent
Frequent user 133 62%
Occasional user 51 24%
Haven't used in a long time 27 13%
Never used 0 0%

5. If you are a powder user, what brand(s) of powder do you use? Percent
Johnson's Baby Powder . 140 66%
Private label powder 17 8%
Gold Bond 26 12%
Shower to Shower 49 23%
Other 8 4%

6. What is your age? Percent
18-25 3 1%
26 - 35 9 4%
36 - 45 69 32%
46 - 55 106 50%
56+ 26 12%




Weight Watchers

Ran an ad in Weight Watchers magazine with a coupon

Reach was 2.6 MM and it redeemed at .54% and moved 16,000 units of
Powder

This ad was part of overall media buy with Weight Watchers which
included online and print components

We also did a test of 150,000 samples of Powder with the brochure to
Weight Watchers members and this redeemed at 1.24%



Lady Foot Locker

Listerine had a program booked with Lady

Foot Locker and had to pull out so we took Likly gLk ViE Ursistle

Special Gift from JOHNSON'S?

over their program

This allowed us to test providing a sample to a
younger consumer who was involved in exercising

Feel Cool
and Fresh with

M_ . @ : ._,
baby powder

LFLVIP On The Go Forward tc a Friend Stae Locator

We sent out an email blast to their consumers

telling them about a sample in-store

We distributed 200,000 Powder 1 oz. samples with the brochure and this
program redeemed at .58%. We determined that this target was not as
good as Weight Watchers and Lane Bryant



SMSI — Hispanic and African American
Sampling and Education

We did a test program with SMSI to reach African American and Hispanic moms
with children (0-5) with a message about all of the JOHNSON’S® products

SMSI has a huge network of beauty salons, daycare centers and churches to reach
the African American and Hispanic community

The message in the publication communicated “JOHNSON’S® For a Lifetime” and
talked about all of the products

Samples were hand-delivered in a custom bag and included a JOHNSON’S® Baby
Lotion, Powder and DESITIN® sample

The redemptions were low but that was anticipated — this program was about
reaching the multicultural consumer in an engaging way

Research showed stronger brand interest and purchase intent as a result of
receiving the samples and information



e.r AN

Pan ﬂ\m\n&\ Liing —Every Day! edition

LR o T ) ) .
: *;Qﬁ NHQWN Skin care is essential af every age
o’

m nfaricy to adulthosd, skin careda a family aifate  with a touch of baby Iobian or beby od...tha gentia products of
Numasa!.w&nﬁsﬁng:unagminﬁ JOHNSON'S® go hand-in-hand with caring moments.

to bsap thatr skin haslhy-looking avery day. By thelr ~ Familis bagin to dovalop slin. carn routines as 200n m 3 nawhom.
45 In tho hoows. Coteing in the right habies sheuldn't bo a sounto
molsturizing rituals to their famniltes, oz wull 252 of wourry Jor nevw pamnis. With nusturing baby cars prodhscts, the

" a EE.nEBﬂE_.N.Eds?EFEwNH.s!T&g

Jor baby’s skin are: 1) Bathe; 2) Moisturtzs; 3) Protect and Treat.

Foc bathing (Stap 1), JOHNSON'E® HEAD-TO.TOE® Baby Wash
43 perfict for infants” delicato skin. I's an ultra-mild cleansar tat
toddler and adult sidn. Thanks toa his-  bafhas bables in pure geolenoss.

af poav) e=poctall; Moisturiaing your 's skin 2) halpa 4t zoft and
ﬂww.wi‘ %ﬁrﬁhn v!&iﬁ:@fﬂﬁimﬁuﬁanawﬂlﬁall.
2 trusted namna tn baby care — care Touting, can halp anhanca the band batwpen pareet and child.

that extandls b all stagos of chld.-
bood and to all famdly meenbars, no

Firally, for datly protoctien of baby’s bottom (Stup 3), parents can
migﬁgnﬁubﬁgrﬁ_gzmﬁhﬂ?%g-ruﬁ
. your haby's skin I oaths and sellevs from the frat use, making
°.ﬁ._-...u_ﬁ--l_ tho wekoma fragrance 4t tha iret cheden of pediatricisrs and morm, and tha bost friend of

oz of babies with diaper razh or cihar skin irritattens.

Seg JOHMSONS® for Lifo, Pags 10

-5 2 chaonis .
Up to $4” coupon saving _ ’ .Twﬁ;. y -~ ) el
Page O g b v folwows o
) 8 Vo ey b
N\QH\N\.\.‘ diapering tips
Pago 4
"y 1 e P RS . .
Famper your skin L S T —

Pags 10

JPag= 10

At tha eod of a Jang day, & wamm bath

tub may ba slippery. "I like to use tha hivendar
ol in bath watee bacausa it has a very delicate
scont,” says colloge student Tufany Reas,
profeastooals and mothers who
:W__M.r!.!wi._iga.&au
ofl firat and then ha towel, applyirg oll to
thatr skin vehia it is still wet. They siep out
of tha shower, lghtly pat dry and then apply
JOHINSON'S= Baby CHL This practice can halp

when
chia class.

Cym shoes, sweat pants, socks, tewel....

w
255 stepping into yous snaskars,

Codng un a beach vacation? Den't forget to

Powdar! Just
.ﬁs&-avnl&.ﬂn_i:gue:.w
rumowa sand particles from fuetand handa
And when it back to wark, know that
Four TOTNEOHS Raby Pow b = ouplg
your skin foing cosl and imeh even in the
e

in the gym, at work, at church,
oc at the beach, JOHNSON S Baby Powder

belps grovn-ups feal mom comfortibla in
thas coen ki, Tt halpe abaarh medsture from

while previding dry

Pamper your skin with |

LRBAN CALL Pampered Liing — Every Dayl Edition

Lok in moistura to wartor Joas, Vistt
amuwdocksénd0.com for moe tipa on besuttfal

most” Other waman usa oll an rough and asby |

albows and knees. Sama smooth it on =kin to
give it a radiant sheen
?E%lugﬂu&
Ol products maka bi an
Saebiy o sk than v o o1
woedarful varioties of JOHNSON'S® Baby Otls
and Ol gals and look far the newest varioty
—Shos and Cpeos Bustar atl gel in 2005,

Discover the comfort of powder

PLT to minimiza frtetion to belp you dodl irsh
and comiortable throughout the day Try all

it

taking Aloa Vara & Vitumin E, JOHNSONS® Coolin
O il o akan Cocumbar Makn, ar Sy
shakie souma comstaach pewdar tusida o gy Powdar Caliming Laveodar & Chamennila
shsceb malsturs and help kasp your oot fod-
rg ool and fresh. Afkar your woekout and
shawas, apply JOHNSON'S® Baby Powdec to
your by oriatant ecolng combort ot

Vit o bebypouxder.cone for meew tps and
mechustvo savings,

R Gohuens

aby o1l
7

e \

B

JOHNSON'S? for Life
From the covor

All-around wetnesy 4n the form of L
?lnﬂ%i..r“ﬁggggu Eﬂlﬂrrh“
As bables grow inio teddlam, can start to bo trvalved in thate

enen skoin care. How? By making it fun! Tha products hast suited for
tnddlars are ones that gently desnss and motstudee whils prameting
bealthy habits. Q.Pmﬂzwvw-n.!ufuﬁ-%a:ﬂul
Iragrances, snmiu.w Vanlls Cutmesl and Cucumber Malan, woek well
at this age.

Use JOHNSON'E® NO MORE TANCLES® hutr care products to halp
unlock knets and tangks & yuur tddlar's hatr vetthout fuss, omss o
crying, A visit to baby.cam & alxa worthwhie you'l Snd axpsct advies
tadlored o child's atage of devalapeent.

Famdly care soy't camplate withour focustng on the particulac
naeds of adult skin Thankiully, parents and other grown-ups can

uly oo many e the that they for the kicks.
Far tnetincg, you can stey fresh and comfartable every day with
JOHNSONS* Baby . Tt abanrbs axcess metnare to halp keep you
drior. JOHNSON'S® Balry Powder Pure Comstasch with Aloo Vers &

Malt Away Straas
creatod espectally for adult skin care, set the stage to modsturize skin
and ou sulax and wnwind.

s pivud of helping to nurtue wany geosrations of
babies and facnilias, ena laving touch at » tine. Whan cartng rinals
started i indancy continue thiough adulthond, a parson’s self-

fid d Juith in the wodd its gt When the
walues our Jamilses and comumunities mspect ame reflected i tha wark
«f beands Mke JOHNSON'S®, an honerable traditicn bs estsblishad and a
Jegacy 15 budt JOHNSON'S ofkens (o bast In skin ears for a Lietime.




Inside Spread in Urban Call Publication

For babies For toddlers and kids
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JOHNSON'S* offers every product a new parent needs to As your toddler grows, her hair care routine will have to JOHNSON'S* products are gentle enough for baby’s skin, yet moisturizing enough
gendy cleanse, moisturize and protect babies’ ultra-sensitive skin. grow and change as well. Whatever your child’s hair trpe, to restare your adult skin back to beautiful baby softness, JOHNSON'S® baby oil
Qur unique NO MORE TEARS* formulas are 15 gentle to eyes as JOHNSON'S* NO MORE TANGLES® hair care line
pure water, making bath time worry-free and full of fun. And our has everything pou need for shiny, easy to comb hair,
lotions moisturize for irresistibly soft, baby-fresh skin. ’

JOHNSON'S* Melr Away Stress
producrs, specially creared for adulr
works wonders on adult and baby skin by locking in moisture with 2 smooth and silky  gfin care neads, help you feel calm
feel. Adults can keep cool and comfortable with JOHNSON'S® baby powder. Its natural and relaxed.
softness helps eliminare friction, which can irrirate skin.



Baby Powder Catalina



Catalina Powder Program Summary

Objectives

Increase HH Penetration with Adult
HH’s

Drive Volume at Walgreen’s
Convert Gold Bond and PL Buyers
Gain Trial from Dieting HH's

Gain Trial from SunCare Users
Regain lapsed users (2H)

Own user trade up (2H)

Total Distribution

1,047,188 Coupons

Outcomes

Outstanding redemption results for
both competitive and Lapsed users

Gained trial with adult HH’s
Drove repeat with trial Households

50104

[(MANUFACTURER CPN_|__ EXPIRES XX/XX/X%__ ]

M@g\&. Baby Powder
eeps skin feeling soft, fresh

and comfortable.

SAVES100

off any

ma«gg Baby Powder
{excluding trial sizes)

Use as directed

Visit www.baby.com for exclusive offers; tips, and savings

306065591
999910-0721-1500

REDEEMABLE AT

fravicers’

GROCER: CATALINA MARKETING, 200 CARILLON PKWY
ST PETERSBURG, FL 33716

50104




Final Redemption Rates

Target:

Database:

Coupon Value:

Geography:

18.0%

16.0%

14.0%

12.0%

10.0%

8.0%

6.0%-

4.0%+

Lapsed / Competitive Switchers

As in the first half, _,_mnmma and 83_025,3 targets continue to redeem above

expectations.
The trade up offer for JBP transactions redeemed at the _0<< end of expectations.
Consumers may have felt less need to stock up given the «m_m:<m_< long use-up

time for a single unit.

, 4.3%
, Estimate 270 Half
Did not buy Powder in the 2+ category Households that 2+ category Households Own User Trade Up
past 6 months, but did buy  switch between Johnson's that switch between
in the 12 months prior and Private Label Johnson'’s and Gold Bond
Frequent Shopper Frequent Shopper Frequent Shopper Transactional
$1.50 off 1 Johnson’s $1.50 off 1 Johnson’s Baby $1.50 off 1 Johnson's $1.50 off 2 Johnson's
Baby Powder Powder Baby Powder Baby Powder

National National National National




Gold Bond/Private Label Powder Io:mmwo\%

These competitive powder users mxzc;.éé, strong repeat _.m& and depth of
repeat suggesting conversion to Johnson'’s Baby Powder.

Depth of Repurchase Rate
54% (=100%); Avg. # of Repeats = 2.1

Overall Repurchase Rate in %

4+ Repeats
0/ _
100%- 100% 3 Repeats
2 Repeats
80%- 80%
S 60%; -~ 60%-
» 0 1 Repeat
B 40% 40%4 P
D
m 20%-
r - 20%
o
2
0%-
0%-
54% of the Trial Households who received the 34% of those repeating Households who
Catalina communication bought Johnson’s Baby received the Catalina communication
Powder again. repurchased Johnson’s Baby Powder two or
more times

Analysis covers 1/28/08 — 3/4/09



JBP — Comments and Changes for
2009

e Observations
— Baby Powder program redeemed at an average of 4.6%.

— Best results were seen with HH’s that have previously purchased Powder

e Higher CPUM was seen with out of category triggers, which is common. It is more difficult and
expensive to convert consumer’s that have not previously used your product

— Long term conversion from the data mining households looks good suggesting that the
cost of targeting these consumers is worth it over time.

— While both were shown to be excellent targets, Gold Bond consumers were even more
responsive to the Johnson’s Baby Powder offer.

— Limited success with Own User Trade Up may be impacted by relatively long use-up time
for the product.

e Changes for 2009

— Eliminated Gold Bond buyer as target for competitive offers

— Added Walgreens specific “next shopping order” promotion for Johnson’s Baby Powder
transactions



JBP — Comments and Changes for
2H

e Observations

— Baby Powder program redeemed at an average of 5.1% a slight increase over 2008
performance of 4.6%

— Private Label trigger was highly effective in driving consumers to the Johnson’s Baby
Powder brand.

— Walgreen’s next shopping order program drove significant volume gains

— Limited success with Own User Trade Up may be impacted by relatively long use-up time
for the product.

e Changes for 2H

— Added Gold Bond buyer as target for competitive offers
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Powder Radio: Program Objectives

Create top-of-mind awareness and drive purchase of JOHNSON’S® Baby Powder

Reinforce the key product attributes and benefits of JOHNSON’S® Baby Powder,
while introducing the new Magnolia Petals scent

Encourage consumers to stay cool and fresh this summer with JOHNSON’S®
Baby Powder
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Powder Radio Results

°*  Program ROI: 1.3:1

« Total Promotional Value: S 380,397
— On-Air Value: $ 353,997
— Off-Air Value: S 26,400*

* Total Promotional Announcements: 2,588

* Total W18-49 Gross Impressions: 18,492,100

* Online Activity:
— Email Blasts: 115,000+
— Streaming Spots: 1,500+

*Om->: Value includes conservative estimates for digital activity, station supplied prizes, appearances, etc.



Powder Sweepstakes Overview

facebook

First Powder Sweepstakes

FRT" keen Cool

Objective: to drive fans to our Powder Giveaway

Keep Cool

Ente

Facebook page and keep adult

fans engaged. Provide
product education through Tips

. Pt Plam Pl o "Cift Card!
Facebook Updates, Coupons and Email ool el A -5 s100 N
e == s S @3&:&%&
Macy’s was the preferred
Gift Card — consumers had a choice of;
m baby

— Macy’s by \ANQ\Q OQQN
Powder Giveaway

— Gap

— Apple

— Talbots _. .,
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Promotion Results

Registrations by Week

POWDER SWEEPSTAKES RESULTS

Results At A Glance

Age Breakdown Facebook Shares

Total Registrations - 21,584

v Total Number of Posts

Total Opt-ins for Johnson & poR ! s
Johnson Family of Companies - G regarding the Promotion on
11,673 (54.2%) S _,.wn.avoor” 2,417 (1,488
Time Spent on JOHHSON'S® baby S registrants posted)

powder Keep Cool Powder 008 v Number of Posts to a
Givaaway Site Per Registrant Per Te.00% Friend's Wall: 340

Yisit: 1 min and 3 sec 12.00% v Number of Posts to Personal
Frequency: 5.1 visits per registrant 4% ! Wall: 2,077

"““ﬂwmﬁ M_H m:i.ww M_MMMNM 4 400 e v Percent of total registrants
N ou , n ;
Redemptions: ﬂﬂ‘mmﬁmlzﬁ and G - who pasted on a wall: 7.76%

1,442 (redemptions)

Powder Tips from Consumers

State Todal %

6000 - ;

“ 6,380 (total) consumers m—ﬁ_‘y , el ia&.eﬁ . E:_._ -
5000 how they keep cool with i g eswi
4000 JOHNSON’S® Baby Powder during = i B
the promotion ;
3000 Pemeybiania WAL €. 5.20
e A M York 1,069 5.00%
2000 & v Liane C. from California states oh il i
that “1 used Johnson's Baby : g

1000 - Powder to reduce sweat and s » i
remove shine before applying g . SEr
o -+ Bw—noc—.w.x Geargia 78 3.60%
" &wr@ 4_._.,. &?7 mw.au a%mu &.A w%u m_fﬁu &._/0 ; Marth Caroting m 1508

S e o W 2 * The additicn of Georgia and Horth Carolina to the tap ten

@ (<)
I R

tist is due to seasonality and product popularity /demand in

o those scuthern states.




Powder Summer Essentials FSI

This Summer Essentials Group FSI provided a vehicle to promote
Powder with other adult brands for summer usage

Redemption for the Powder coupon was .37% which was close
to the projection of .4% -- it moved 148,000 units

It redeemed well for one segment but was not as strong as the 2011
Oil solo FSI which redeemed at .64%

i =
When we ran the full page Pink Lotion FSI in 2010, Lotion redeemed at .4% and

Powder redeemed at .38% so this FSI was comparable.

.E:m 2012 Powder MULO Dollar Sales were down .8% vs. June 2011 — however 2011
was down -4.2% vs. 2010 so this event may have helped keep the decline to a
minimal amount.

JOHNSON’S® Baby Powder got into the June FSI late when another brand dropped out
and we didn’t have the time to line up strong retail support and Topical Healthy was
unable to gain as strong support for this event as anticipated
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The Digital FSI results are very positive with strong redemption and overall Positive ROI

0813 m 27075 "9

Lotion: Lotion:

Lotion: Core | Core & Core &

Brand and Naturals| Naturals | Naturals |Naturals|Multi-Baby Oil Oil Oil Powder Powder
Circulation 78,000 80,000 40,000 285,000 | 400,000 160,000 160,000 80,000 | 380,000 200,000
June -

January --| January -- January - Summer

Month Run | January -- GE GE GE March April January -- GE | January -- GE | - GE April Essentials

Smart Coupons.| Coupons. Coupons.
Where Run | Coupons.com| source HE.com com com Coupons.com | Smartsource | HE.com com Smartsource

$14,400 $7,200 | $34,200 $18,000

Insertion Cost $7,000 $7,200 $3,600 $25,650 | $36,000 $14,400
Coupon Value $1.00 $1.00 $1.00 $1.50 $0.50 $1.00 $1.00 $1.00 $1.00 $1.00
Redemptions 11,457 14,745 12,999 21,882 57,096 14,222 18,787 11,796 32,257 30,780
Redemption %| 15.75% 18.43% 32.50% 7.68% 14.3% 8.9% 11.74% 14.75% | 8.49% 15.39%
Redemption
Cost $12,692 $16,574 | $14,785 | $35,458 | $36,627 $15,756 $21,171 $13,497| $36,237 $34,768
ROI $1.11 $1.18 $1.34 $0.68 $1.49 $0.90 $1.00 $1.07 | $0.87 $1.11

*Used GP of $1.90 for each unit moved. ROI = GP*Units/Insertion Cost + Redemption Cost

1 to 1 overall cost — if you take a % of redemptions as incremental, then the ROI would be lower



Powder Gym Sampling

(§entty ANNIHILATES

odor, wetness and chafing

WHERE to use it

* Under your arms for odor protection

« On your groim area to help prevent
uncomfortable chafing

* On your chest 10 absorb excess mossture

* In your shoes to help keep them
smelling fresh between workouts

i-ggii-fi ot 2002
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Powder Gym Sampling

We did Powder Gym Sampling as part of an integrated media and sampling program

ZoomFitness conducted the test and Promotions supported the program by developing

special creative materials (billboards and counter cards) directed towards men exercising and
providing the samples

The campaign was very effective in ﬁm-m:mmmm:m lapsed users with the Powder category and
JOHNSON’S® Baby Powder and significantly impacted purchase intent

There was strong recall of the locker room signage
and counter cards

Sampling is the strongest driver of purchase intent and
when you integrate it with an advertising campaign it is
extremely successful as evidenced by the results on the
next few slides




Powder Sample Use

Sampling program was highly efficient with 87% of recipients
using or planning to use it

Didyou personally try the Johnson’s Baby Powder you received as
a sample?

M Yes

M No, but someone else in my
household did

B No, but | plan to use it

“ No, | will not try the sample in
the next few months

n=37 Q15: Did you personally try the Johnson’s Baby Powder you received as a sample?



Sample Use by Competitive Users

The maijority of samples reached regular users of JOHNSON'S® top competitors

n=37 Q14: Did you receive a sample of Johnson’s Baby Powder at this health club in the past month or so?
Q13: What brand of powder do you most regularly use?

Brand of powder most regularly use (of those that received a sample)

m Athletic Body Care Sport
Powder

W Avon

i Baby Magic

12 Bath & Body Works

m Body Shop

% Burt's Bees

® Gold Bond Baby Powder

M Gold Bond Adult/Body
Powder

® Johnson's

B Mennen

7 Showerto Shower

I Suave

 Any store brand baby
powder

Any other brand baby
powder



Sampling Reached Top Competitors

Campaign drove a quarter of regular users of their #1 competitor, Gold
Bond Adult/Body Powder, to trial Johnson’s Baby Powder

Gold Bond Adult/Body
Powder

Baby Magic

Suave

Bath & Body Works

Athletic Body Care
Sport Body Powder

Test n=37 Q13: What brand of powder do you most regularly use? Q15: Did you personally try the Johnson's Baby Powder you
received as a sample? Chart Shows Of the top 5 brands most regularly used, the following percentage tried or plan on trying the

Johnson's Baby Powder sample they received



Powder Purchase Intent

Of those that tried the sample they received, 92% intend to purchase
Johnson’s Baby Powder in the future

~ Purchase Intent

Definitely o7

Probably Will

Might or Z_,_@_# Not -

Probably Will Not 6%

Definitely Will Not

Tried Sample n=25, Control n=200 Q17: Do you think you will purchase or ask someone to purchase Johnson's

L 42%
Lift

W Test

= Control

Baby Powder for you in the future? Q15: Did you personally try the sample of Johnson’s Baby Powder you received?



Powder Purchase Intent

Campaign was highly effective in converting regular users of top
competitive powder products to purchase Johnson’s Baby Powder

Top 2 Box Purchase Intent for Johnson’s Baby Powder of those that reqularly
use the following brands...

Johnson's Baby Powder ul 1% Lift

Gold Bond Adult/Body Powder Ml 40% Lift
Suave H*- 79% Lift

Baby Magic H_l 25% Lift

Bath & Body Works 72% Lift

® Test © Control

Test =192, Control n=197 Q17: Do you think you will purchase or ask someone to purchase Johnson's Baby \
Powder for you in the future? Q13: What brand of powder do you most regularly use?



Integrated Gym
Program Impli

Sampling
C

THONS oy

- Gemely ANNIHILATES

odor, wetness and chafing

An integrated campaign utilizing sampling and static

media is a highly effective way to influence and
communicate with Johnson’s Baby Powder target
consumer in a point of use environment

- Effectively reaches target and re-engages lapsed users of powder products

- Creative specifically designed for fithess environment increases brand favorability
 Proven method for increasing purchase intent among current and lapsed users

- Sampling yielded extraordinary efficiency, yielding minimal waste

* Successfully converted users of competitive powder products



‘Powder Summertime Essentials
Event %



June 2012 Summer Essentials Event

Program Overview:

Description: An integrated program to increase total J&J Market
Basket during the summer months with a national group event.

Theme: Enjoy a Picture Perfect Summer

Timing: June 2012

Participating Brands: Benadryl Topicals, Cortaid, Visine,

Aveeno Suncare, Band-Aid and Johnson’s Baby Powder

Program Tactics

June 10t FSI

Digital Photo Contest
Direct Mail Program
Digital Coupons
Email Blast

Q2 Q3
April May June | July Aug Sept
FSls 6/10
Enjoy
Outdoor
Theme . Moments
Circ j 40MM :
At-Home Direct Mail Program

Digital

Qm:m_ no%oa and Emssm Page with
o fucalion

Microsite with Summer Content and
Contest Details




Summer Essentials

 The Powder Digital FSl tied in ,_2:: the event redeemed very well at 15.4%

e The Direct Mail piece didn’t redeem very well at only 0.6% for Powder
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Highlights
Summer Essentials

e The program saw 8,050 registrations throughout
the 8 week submission phase

o 38.7% of consumers who registered, uploaded a
submission to the contest

e The nSmBB saw a 51% registration conversion rate compared to an ePrize bench mark
of 28 - 35%

e The email blasts to the JOHNSON’S® baby database help drive 2 large spikes in
registrations. The total for the day of and following day of the baby email blasts drove
2,336 (26.9%)

e 63% of the registrations were between the ages of 25 and 44

« Provided engagement for J&J consumers and our fans and let them upload all kinds of
summer fun photos



